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ABSTRACT
Juleiny Selfiani:
Thesis
ANALYSING OF COUNTRY OF ORIGIN PERCEPTION, 
SALES PROMOTION AND PHYSICAL  ENVIRONMENT AS 
FACTORS THAT INFLUENCE TO INCREASE BRAND 
EQUITY FOR INCREASING REVISIT INTENTION (case 
studying at Excelso coffe shop in Surabaya)
Managing brand equity has become a major issue for the marketers and 
marketing researches for a several decades. In service industry, such as hospitality, 
company can encourage customer repatronage intention through high brand equity 
it has. The problem of this research is how to improve brand equity that affects 
repatronage intention.
The reseacher has developed a model and four hypotheses that have been 
proposed  in  this  research.  The  sampling  technique  used  is  purposive  method. 
Sample used in this research is 120 respondents in which the visitors of DOME 
coffee  shops  at  Surabaya.  The  data  analysis  that  is  used  in  this  research  is 
Structural Equation Modelling (SEM) in AMOS 7.0 program.
The result of SEM analysis has fullfiled the Goodness of Fit Index Criteria 
which are: chi square = 216.135; probability = 0.078; GFI = 0.945; AGFI = 0.903; 
CFI = 0.902; TLI = 0.898; RMSEA = 0.062; dan CMIN/DF = 1.460. It has been 
discovered that four hypotheses are accepted. Here are the result  of those four 
hypotheses: 1. Country of origin perception has positive and significant effect on 
brand  equity,  2.  Sales  promotion  has  positive  and  significant  effect  on  brand 
equity, 3. Physical environment has positive and significant effect on brand equity, 
and 4. Brand equity has positive and significant effect on revisit intention.
Keywords : Country  of  origin  perception, sales  promotion,  physical  
environment, brand equity, revisit intention, Excelso.
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ABSTRAK
Juleiny Selfiani:
Tesis
ANALISIS COUNTRY OF ORIGIN PERCEPTION, PROMOSI 
PENJUALAN DAN PHYSICAL ENVIRONMENT SEBAGAI 
FAKTOR YANG MEMPENGARUHI PENINGKATAN EKUITAS 
MEREK UNTUK MENINGKATKAN MINAT BELI ULANG 
(Studi Kasus pada Kedai Kopi Excelso di Surabaya)
Mengelola ekuitas merek menjadi bahasan penting bagi pelaku pemasaran 
dan  akademisi.  Pada  perusahaan  jasa,  seperti  HORECA,  perusahaan  dapat 
mendorong minat konsumen untuk melakukan pembelian ulang melalui ekuitas 
merek  yang  tinggi.  Permasalahan  penelitian  dalam  penelitian  ini  adalah 
bagaimana meningkatkan ekuitas merek yang nantinya akan berpengaruh terhadap 
minat beli ulang.
Dalam  penelitian  ini  dikembangkan  sebuah  permodelan  dan  empat 
hipotesis telah dirumuskan. Sampel dalam penelitian ini berjumlah 120 reponden 
yang merupakan pengunjung kedai kopi Excelso di Surabaya. Alat analisis yang 
digunakan adalah Stuctural Equation Modelling (SEM) pada program AMOS 7.0.
Hasil analisis SEM memenuhi kriteria Goodness of Fit yaitu : chi square = 
216.135; probability =  0.078; GFI =  0.945; AGFI =  0.903; CFI =  0.902; TLI = 
0.898; RMSEA = 0.062; dan CMIN/DF = 1.460. Dari hasil analisis data diketahui 
bahwa   keempat  hipotesis  dapat  diterima.  Hasil  analisis  tersebut  adalah:  1. 
Country of origin perception secara positif dan signifikan mempengaruhi ekuitas 
merek, 2. Promosi penjualan secara positif dan signifikan mempengaruhi ekuitas 
merek,  3.  Physical  environment secara  positif  dan  signifikan  mempengaruhi 
ekuitas merek, dan 4. Ekuitas merek secara positif dan signifikan mempengaruhi 
minat beli ulang.
Kata kunci:
Country of origin perception, Promosi penjualan, Physical environment,  
Ekuitas merek, Minat beli ulang, dan Excelso.
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